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Key Achievement




Key Achievement

The No.1 leading provider of therapeutic tea products in PRC
under the self-owned brands “Besunyen”

No. 1 . . .
Mark:t Share * Market share of 20.8% in laxative products in 2012
Market share of 32.5% in slimming products in 2012
(According to SMERI in Feb 2013)
. One of the largest retail distribution networks in PRC
Extensive .
o - AN * 126,000 retail outlets
Retail Distribution . .

118,000 are retail pharmacies and 8,000 are supermarkets,

Network .
hypermarkets and chain stores

Ongoing Enhance brand awareness among young shoppers

Self-owned retail website: 7cha.com

* Popular e-commerce platforms: Tmall ( 1H2013 total sales
revenue increased by over 25% compared with 1H2012),
360buy, Dangdang, Amazon.cn, Yihaodian, Lefeng

e

Development of
E-commerce
Business




Financial Highlights




Income Statement Highlight

(‘000 RMB) 1H2013 1H2012 Changes (%)
251,802 325,157 (22.6%)
O oo —— T
86.1% 86.0% +0.1ppt.
o7 27280 o270
- o709 100
cirmentos ecopiedin respecof [ 20250 100
o7 154399 oo
_ (4,576) (167,554) (97.3%)
(0.30)cent (10.42)cents (97.1%)
(0.30)cent (10.42)cents (97.1%)
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Financial Performance-
Early Stage of Recovery

Revenue

(RMB in millions)

328.1

2rzels 1H2012
2H2012
1H2013

1H: For the six months ended 30 June
2H: For the six months ended 31 Dec



Expense Rates

(‘000 RMB)

1H2013

% of revenue

1H2012

%of revenue

Change(%)

Selling and marketing expenses (165,834) 65.9% (355,109) 109.2% (53.3%)
-Advertising expenses (68,525) 27.2% (232,399) 71.5% (70.5%)
Administrative expenses (55,095) 21.9% (53,319) 16.4% 3.3%
R&D costs (4,833) 1.9% (7,263) 2.2% (33.5%)
Loss on disposal of a subsidiary - - (6,700) 2.1% (100%)
Impairment loss recognized in
respect of property, plant and - : (20,256) 6.2% (100%)

equipment




Efficiency of Working Capital

For the six months ended For the year ended

(Days) 30 June 2013 31 Dec 2012

Inventory turnover days 55 36

Trade receivables and bills 16 94
receivables turnover days

Trade receivables turnover days 8 13

Trade payables and trade bills 70 22
payables turnover days




Balance Sheet, Cash Position and CAPEX

As of
(‘000 RMB) 30 June 2013 31 Dec 2012
Cash & cash equivalents 385,318 447,478
Term deposit with initial term of
over three months and 127 505
pledged bank deposits _ e _
Total 512,823 447,478
- -

Note: (1) Debt = Bank loans + Convertible redeemable preferred shares — Cash & cash equivalents

(2) Leverage ratio = Debt / Total assets

(000 RMB)

Net Cash from/ (used in)
operation activities

30 June 2013

For the six months ended
30 June 2012

(000 RMB)

CAPEX

1H2013

20,616

1H2012

30,799
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Business Review
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Current Product Portfolio

Health Food
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Lemon and ginger Ginger Tea

Chrysanthemum
and Goji

Rose Black Tea Royal Chrysanthemum

Mei An Granules Green Tea
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Extensive Retail Distribution Network

Integrated Sales Channels

About 118,000 Supermarkets

: : E -
Retail Pharmacies and Hypermarkets R
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Extensive Sales Network

® Restructure sales organization across China to increase work efficiency through a more
streamlined sale management team.

e Selecting distributors with well-developed sales networks and good distribution capacity, and
also removed under-performing distributors

® Chose higher quality retailers
Number of distributors: 30 June 2013: 309(31 Dec 2012' 384)

Number of retail outlets: 30 June 2013 : 126,0?)0 (31 Dec 2012: 131,000) /fj;\
- 118,000 retail pharmacies [ .
« 8,000 supermarkets, hypermarkets and chain stores
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Market Presence(?) Gay -

BN --5 years

N --3 year and < = 5 years

- year and <= 3 years
None

(1) Defined as years of operation in the geographic market since the establishment of a local sales
team, as of 31 Dec, 2012
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Broadened Market

12315 Project

Focus on End-consumers, Distributors,
Retailers and Sales Staff

>
University Counties and

Campuses Townships
———————— —————————
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Sales and Marketing

Build “Besunyen” brand

® Carried out “Three Screens” program utilizing advertising platforms on TV, the Internet
and public transportation.

m Sponsorship of “King Wang” (/K F/NTF) on Hubei Satellite TV, University Advertisement

Art Show-Academy Award (K224 & 27 BT B 22 FE 48) , “Keep the Earth Blue, Carbon
Low in China” (B33 5 & 3R 2 ZE Wi v EK 5% 4T)

m Set up the Besunyen Public Fund(Z524: Y 2% /s i 5L 4)
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Ongoing Development of E-commerce
Business

®m Besunyen products are extensively sold on its own retail website 7cha.com and other popular e-commerce
platforms, such as Tmall, 360buy, Dangdang, Amazon.cn, Yihaodian (—%5%/i5) and Lefeng (4%1449)

Over 100,000 registered users Total sales revenue increased by over 25% for the six
to date months ended 30 June 2013
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The Group’s own e-commerce website Other popular B2C e-commerce platforms
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Our online marketing campaigns worked'in collaborations with traditional media

to improve brand awareness among young shoppers
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Strived for New Products Launch -
Maishuping

An OTC medicine teabag product which helps stabilize blood pressure

® In February 2013, the Group acquiried a GMP certifitcate from the CFDA
for Maishuping’s teabag production

® Clinical trials in 4 large hospitals in China showed that the overall product
function efficacy of Maishuping among 300 people who took the medicine
reached 96%

®m The Group has been refining the production process for Maishuping in
order to realign with the higher standards set by CFDA.

m Positioning and marketing strategies of Maishuping have been well in place

Notes: (1) China Food and Drug Administration of China (“CFDA” [E X £ i 24 i s B & 3 /&)
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Outlook

Promising Long-Term Industry Growth

® China will enter into a slower but more sustainable growth
phase.

® Long term trend of rapid urbanization and increasing
disposable income in China will escalate consumer demand
for health and healthy lifestyle products, in turn offering -y
better long term market potential for detox and slimming ",Ii;ggﬁg,“mt"?fiﬁiﬂﬁﬁ =
as well as other new product of the Group

&‘r‘ -g“; ,,,..l 5
&1,

®m The China Health Care Association held a conference in
June 2013 in Beijing to help eliminate four illegal activities

within the health food industry. The initiatives offer more
room for growth of leading health food enterprises like
Besunyen.

Remain cautious on the Group’s performance in the second half of 2013
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Growth Strategies

As a LEADING brand and provider of therapeutic tea products in China, the Group strives to
maintain its leading position and business growth in the market

Development of pipeline

Enhance sales network and products

distribution channels e T T

modern ways of brewing with
the self-cure functionality

Brand

Building
Build “Besunyen” brand Im.p['ove overall operation
efficiency, and cost control

Our vision is to build the Besunyen brand as a Chinese household brand, to promote its function

in curing ailments of our customers and instill the enjoyment of a green lifestyle among them.
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Disclaimer

m These materials have been prepared by Besunyen Holdings Company Limited ( “us” or “the Company” ). This presentation was developed by the
Company and is intended solely for informational purposes and is not to be construed as an offer to sell or the solicitation of an offer or invitation to
acquire, purchase or subscribe for the Company’ s securities. This presentation is based upon information available to the public as well as other
information from sources which management believes to be reliable, but is not guaranteed by the Company as being accurate nor does it purport to be
complete. This document does not constitute or form any part of any offer for sale or subscription of or solicitation of any offer to acquire, purchase or
subscribe for any shares or securities and no part of it shall form the basis of or be relied upon in connection with any contract, commitment or
investment decision in relation thereto. No representation or warranty, express or implied, is made as to and no reliance should be placed on the
accuracy, fairness, completeness or correctness of the information or opinion presented or contained in these materials. None of the Company, any of
its subsidiaries, nor any of their respective directors, affiliates, advisers or representatives accepts any liability (for negligence or misrepresentation or in
tort or under contract or otherwise) whatsoever for any loss howsoever arising from any information presented or contained in these materials. The
information contained in this presentation has been compiled as of the date of this presentation, and will not be updated to reflect material
developments which may occur after the date of this presentation, and is subject to change without notice.

® This presentation may contain forward-looking statements and the Company’ s management may make additional forward looking statements in
response to your questions. All statements other than statements of historical fact in this presentation are forward-looking statements. Such
forward-looking statements are based on estimates and assumptions about the operations of the Company, the industry and environment in which it
operates and other factors about future events and circumstances, many of which may change over time and may be beyond the Company’ s control.
These statements include descriptions regarding the intent, belief or current expectations of the Company or its officers with respect to the business
and financial prospects of the Company. Investors are cautioned that such forward-looking statements involve risks and uncertainties that could cause
actual results to differ materially from the anticipated results, and therefore we refer you to a more detailed discussion of the risks and uncertainties in
the Company’ s filings with the Hong Kong Stock Exchange.

m The securities of the Company have not been and will not be registered under the U.S. Securities Act of 1933, as amended, or any state securities laws of
the United States. No securities of the Company may be sold in the United States without registration with the United States Securities and Exchange
Commission or an exemption from such registration. These materials are highly confidential, are being given solely for your information and for your use
and may not be copied, reproduced or redistributed to any other person in any manner. Unauthorized copying, reproduction or redistribution of these
materials into the U.S. or to any U.S. persons as defined in Regulation S under the U.S. Securities Act of 1933, as amended or other third parties
(including journalists) is prohibited. By attending this presentation, you agree to keep the contents of this presentation and these materials confidential.



